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Servel Promotes 1953 Appliance Line with 
Million-Dollar Musical Shows 


A million-dollar musical extrava- 
ganza, unprecedented in the introduction 
of industrial products, will go on the 
road this month to show Servel’s 1953 
line of appliances to dealers, coast-to- 
coast. 

Two companies will take the “1953 
Show of Stars” to 30 cities; simultaneous 
premieres are scheduled for New York 
and Boston on Wednesday, January 21. 

“We have the most advanced and 
complete line of refrigeration products 
in the industry’s history,” said W. Paul 
Jones, Servel president, “and we intend 
to show off these products to their best 
advantage to the men who will sell them. 
To that end we have retained the best 
professional talent available to produce 
a show for dealers that will rival any- 
thing available to the general public.” 

Mr. Jones emphasized that the mil- 
lion-dollar production is in addition to 
the record-breaking $6-million advertis- 
ing budget with which Servel is backing 
its new products in newspapers, maga- 
zines, radio and television in 1953. 

The line that will receive this huge na- 
tional promotion stars the revolutionary 
“Ice-Maker” refrigerator which elimi- 
nates the ice tray [see AMERICAN GAS 
JOURNAL, Dec. 1952, page 43]. It also 
includes new room air conditioners, 
home food freezers, and electric com- 
pression refrigerators to join the com- 
pany’s cast of gas and electric absorp- 
tion refrigerators. 

The five-hour show is being assembled 
by Max Richard, a Broadway producer. 
It will be a full-scale musical production, 
traveling in private railway cars and 
playing the largest theaters in the cities 
it will visit. 

Tickets to all performances will be 
confined to company distributors, deal- 
ers and utility representatives. 

Each of the all-professional all-Broad- 
way casts will include ten dancers, six 
showgirls, twelve dramatic people, two 
pages, five singers, a comedian, narrator, 
musical conductor, four key musicians, 
four stagehands, a soundman, wardrobe 
mistress, projectionist, company man- 
ager, unit manager and assistant direc- 
tor. Together the two troupes will total 
more than 100 persons, including com- 
pany executives who will appear in the 
productions. 

Each company will carry 200 cos- 
tume changes, 50 lights, eight curtains, 


25 set pieces of standing scenery and all 


its props. 
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At the dress rehearsal prior to its Broadway 
opening, the Servel 1953 Show of Stars is 
whipped into its final glamorous shape. These 
six showgirls are part of the cast opening on 








Broadway this month prior to an extended 

tour of the country. Special attention is called 

to the large white rectangular object, stage 
center—that is Servel’s new Ice Maker. 








After each showing there will be a 
buffet and product display. The distrib- 
utors will return home to hold the tradi- 
tional open-house for their dealers. 

The “1953 Show of Stars” follows the 
same lines as the show which Servel used 
to introduce its 1953 appliance line to its 
distributors recently in Chicago. 

The two shows were planned under 
the general direction of Hicks & Griest, 
a Servel advertising agency. 

This is the complete schedule for Ser- 
vel’s 1953 “Show of Stars”: 

SOUTHERN SHOW—New York, Janu- 
ary 21; Pittsburgh, January 23; Philadel- 
phia, January 26; Washington, January 


28; Charlotte, January 30; Miami, Feb- 
ruary 2; Birmingham, February 6; New 
Orleans, February 9; Houston, February 
13; Oklahoma City, February 16; Mem- 
phis, February 18; St. Louis, February 
20; Evansville, February 22; and In- 
dianapolis, February 24. 

WESTERN SHOW—Boston, January 
21; Cleveland, January 23; Buffalo, 
January 26; Chicago, January 28; De- 
troit, January 30; Cincinnati, February 
2; Kansas City, February 4; Denver, 
February 6; Los Angeles, February 9; 
San Francisco, February 11; Seattle, 
February 15; Minneapolis, February 18; 
and Omaha, February 20. 








SERVEL MARKETS SMALL HOUSE GAS AIR-CONDITIONERS 


All-Year air conditioning for homes in the 
price range of $10,000 to $14,000 will be 
produced this year by Servel, Inc., accord- 
ing to an announcement made early this 
month. The company will market a new, 
two-ton gas fired unit capable of providing 
summer and winter air conditioning for an 
average six-room home. 

John A. Gilbreath, assistant vice pres- 
ident, in charge of air conditioning, told 
distributors at the firm’s annual air con- 
ditioning sales convention that design and 
engineering problems had been overcome 
to make All-Year living comfort available 
to the mass home market. He disclosed 
that the firm planned to boost output of 
all air conditioning units by 300 per cent 
over 1952 production to meet the expected 
demand. 

“The future of air conditioning lies in 
the small and medium-sized home,” Mr. 


(Continued on page 44) 





Compactness is a feature of Servel’s new 


2-ton All-Year residential air conditioner 





American Gas Journal, January 1953 
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New Approach To Consumer-Appeal In 
Universal’s Dishwasher-in-Range 


NCE again a manufacturer of 

f) gas appliances has departed 

from the usual way of doing 

things and has come up with a basically- 
new appliance. 

Now, one line of gas ranges presents 
enhanced consumer-appeal with the in- 
corporation of a mobile and automatic 
dishwasher—without disrupting the de- 
sign lines of the gas range and without 
sacrificing cooking facility and _ effi- 
ciency. 


New merchandising emphasis 

Cribben and Sexton Company’s gas 
range-dishwasher introduces a new focal 
point for merchandising the advance- 
ments in modern gas appliances. 

Also, and probably without predeter- 
mination, this becomes a case of one gas 
appliance providing a substantial load 
for another. The dishwasher in the new 
Universal range operates most efficiently 
with hotter-than-usual water, thereby 
providing a year-’round load for an ad- 
vanced automatic water heater, such as 
the new Ruud Duo-Temp heater an- 
nounced a month ago. This aspect of the 
new Universal range is, to our way of 
thinking, a sales point that will add to 
gas utility load, as well as appliance 
sales. 


Completely automatic range 

The 1953 Universal range is com- 
pletely automatic, incorporating single 
point ignition, simmer-save burners, 
electric clock control with four-hour 
timer, chromium broiler pan and a ra- 
diant broiling screen. The oven and 
broiler are 17’ wide. 

The oven has an interior light and the 
back panel of the range is lighted with a 
fluorescent lamp covered by a fluted 
glass sheet. Fiberglas insulation is used 
throughout and models are available for 
all fuel gases. 


The dishwasher 

The dishwasher in the new Cribben 
and Sexton range is the product of 
James Manufacturing Company, estab- 
lished in that field. The washer is an 
especially-created adaptation of the 
James mobile automatic dishwasher. 
The unit moves in and out of the range 
as wanted. Its capacity is characterized 
as being equal to handling all items used 
in a dinner for six to eight persons. 

In the Universal range, the dish- 
washer does not require expensive in- 
Stallation. Electric plug-in and two hose- 
connections are simple to achieve. 


January 1953, American Gas Journal 





Provides Additional Gas Load Through 
Requirements for Hot Water Service 








Above—The 1953 Universal range with the 
mobile dishwasher pulled out for loading. 


Right—This view shows the oven and the 
broiler as well as the mobile dishwasher. 





Bottom—Here the griddle is in action on a 
new Universal range. When not in use, the 
griddle is covered by a hinged porcelain top. 














The operation of the dishwashing unit 
is completely automatic. It is built of 
stainless steel. Only 412 gallons of water 
are required to wash and double-rinse a 
capacity load of dishes. By recirculating 
and filtering, the James unit delivers 
water in a sweeping pressure action at a 
flow-rate of approximately 80 gallons 
per minute. Food particles are filtered in 
the recirculating process and do not re- 
turn to pass over the dishes. A continu- 
ing back-pressure action prevents clog- 
ging of the fi‘ter. 

A water softener unit is incorporated 
in the James dishwasher and this pro- 











(Continued on page 45) 
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Old Stove Round-Up Finishes With 
New Highs in Cooperation and Sales 


AS range sales were spurred on 
G during the three-month Old 

Stove Round Up national pro- 
motion an American Gas Association 
survey shows. 

Utility companies representing about 
70 per cent of the gas meters in the 
United States—a new high—partici- 
pated in this fourth annual drive, spon- 
sored by AGA in cooperation with Gas 
Appliance Manufacturers Association. 

Greater utility-dealer cooperation and 
more manufacturer participation than 
ever before boosted sales. 


Manufacturers’ gas range shipments 
started rising in June. Sizeable increases, 
continuing through October for the fifth 
straight month, reflected the Round Up’s 
over-all sales lift. In several instances re- 
tail sales were prevented from _ being 
larger because of merchandise shortages, 
apparently due to the steel strike. 

National advertising spearheaded the 
drive. Nine four-color spreads and single- 
page advertisements, featuring various au- 
tomatic gas ranges for the first time, 
reached a grand total of more than 320,- 
000,000 readers. This advertising paced ad- 
ditional utility, dealer and manufacturer 
cooperative promotion at local levels. 
Newspaper advertising mats, point-of-pur- 
chase display kits, recipe books, cowboy 
hats, lariats and other giveaway materials 
were made available through AGA. As 
another of its continuing PAR plan activi- 
ties, AGA spent nearly $250,000 for this 
sales program. 


United Gas and Houston Natural 


Range sales during the two-month pro- 
motion equalled United Gas Corporation’s 
total gas range sales for the first eight and 
one-half months of this year. 

Cooperating with United Gas, the Hous- 
ton Natural Gas Corp., had an initial meet- 
ing with dealers, and heavily backed its 
follow-up drive with newspaper, radio and 
television advertising. 

Similarly, Lone Star Gas Co. pushed the 
Round Up in 75 of its own district offices 
and provided many dealers with promotion 
material. It estimated its own and dealer 
sales at 5,551 units sold this September, 
which had jumped to 8,681 by October. 
However, Lone Star noted that 8,476 units 
had been sold during October, 1951. 


Southern Union Gas Co. 


Round Up sales by Southern Union Gas 
Co. resulted in a 72 per cent pick-up, com- 
pared with a period earlier this year. 

Before the campaign began the company 
held meetings with approximately 250 
dealers. Some dealers advertised simultane- 
ously with the company. 

Core of the promotion was an “Oldest 
Stove” contest in which the customer who 
registered the most ancient model in each 
town received a free modern automatic gas 
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range from his dealer. Southern Union 
paid for 32 prize ranges and furnished 
dealers with registration blanks, counter 
cards and related promotional matter. 
Within its own organization, the company 
awarded prizes to salesmen and managers. 


Gas Service Co. 


Gas Service Co., Kansas City, Mo., re- 
ported more than 50 per cent of company 


‘sales were automatic ranges. Toward the 


end of the drive, the company approached 
its goal of 1,200 ranges sold. Its current 
quota was 50 per cent ahead of the total 
sold during last year’s Round Up. 

Company show rooms were decorated in 
Western motif; further promotion included 
advertisements in about 150 dailies and 
weeklies, in football programs, and televi- 
sion in metropolitan Kansas City. 

Twenty-five per cent of all sales were 
made by Gas Service Co., which did “spear- 
head selling,” while dealers made 75 per 
cent of the sales. 


Washington Gas Light Co. 


Serving the large area around the na- 
tion’s capital, Washington Gas Light Co., 
reported sales have increased 100 per cent; 
dealers’ sales increased 40 per cent. 

A television program, entitled “Mar- 
garet’s Kitchen,” supervised by Margaret 
Matthews, home economist for Washing- 
ton Gas Light, stressed the Old Stove 
Round Up several times weekly. The com- 
pany stated that “this program, more than 
anything else, accounted for the acceptance 
of the high broiler and the clock-controlled 
oven. ...” 

Dealers in the Charleston group of Co- 
lumbia Gas System sold 1,580 gas ranges 
in the first eight weeks of the Round Up. 
Campaign progress indicated that last year’s 
total sales of 1,662 would be topped. The 
trend definitely had moved toward higher 
grade automatic ranges. 

An incomplete sales analysis showed one 
manufacturer’s gas range shipments ran 
1,000 units ahead of last year’s totals. An- 
other maker was unable to meet dealers’ 
demands for ranges, having cleared his en- 


‘tire inventory of, old models and all avail- 


able new units. 





— 


New Appeal in Universal's 
Dishwasher-in-Range 


(Continued from page 43) 





vides for water softening to whatever 
degree is required by local water condi- 
tions. This softening agent is added au- 
tomatically in the final rinsing. 

In order to assure brilliantly dried 
dishes, with no film, the James dish- 
washer incorporates an automatically- 
actuated electrical heating device which 
raises the final rinse water well above the 
usual domestic temperature. This hotter- 
and-softer water is credited with the re- 
su!ting dish brilliance. 

However, in the event that water de- 
livered to the washer from the central 
water heater . . . automatic, gas? . 
is at a sufficiently high temperature, the 
thermostatic element is not actuated and 
the electric heater is not used. 

The reactions from household editors 
of consumer publications at an advance- 
show of the gas range-dishwasher indi- 
cated a high interest and can be expected 
to foreshadow their editorial treatment 
in the presentations of the combination- 
unit to their consumer readers. Quite 
naturally, such publicity will constitute 
a major supplement and support of the 
promotion of this new gas appliance that 
reflects the ingenuity and sales appeal 
resulting from the combined efforts of 
two leading manufacturers. 

—H. H.C. 








Servel Markets Small House 
Gas Air-Conditioner 


(Continued from page 42) 





Gilbreath said. “Introduction of our two- 
ton model and the repricing of the three- 
ton unit is designed to bring the cost of air 
conditioning within the reach of anyone 
who is in the market today to buy a home 
above the $10,000 price level.” 

Gilbreath revealed that the company is 
backing its 1953 air conditioning line with 
a half-million-dollar advertising campaign, 
with heavy schedules set for both consumer 
and trade publications. Ross Roy of De- 
troit is the advertising agency. 


The two-ton conditioner 


The two-ton gas air conditioner, shown 
this month for the first time (and pictured 
on page 42), is direct-fired and performs 
every function of All-Year air condition- 
ing for homes of the $10,000-$14,000 
bracket containing up to 1200 square feet. 

Mr. Gilbreath said this unit fulfills re- 
quirements set recently by the National 
Association of Home Builders: 


Cost: Not over 10 per cent of home price. 

Dimensions: Unit to occupy a maximum of 
12 square feet of floor space. 

Sound: Quiet operation. 

Installation: Preferably delivered as a unit. 


American Gas Journal, January 1953 
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New York & Richmond Company Converts 
24% of Househeating Leads to Sales 


HEN the sales department of 
W: gas utility is able to convert 

24 per cent of its househeating 
leads to installations and break with prec- 
edent by starting an emphatic cold 
weather sales campaign, it seems rea- 
sonable to assume that careful planning 
and effectiveness personal selling are 
important elements of success. 

New York and Richmond Gas Com- 
pany opened a space heating sales drive 
for both residential and commercial cus- 
tomers in August, emphasizing and re- 
emphasizing that “You simply can’t beat 
clean gas heat.” 

The basic principle of this campaign 
is to sell gas as the fuel, first without 
specific emphasis by the gas company on 
any particular 
equipment. Hav- 
ing sold the idea 
of the fuel for its 
convenience, 
cleanliness and 
economy, the 
men and women 
in the Staten Is- 
land sales depart- 
ment proceed 
with their appli- 
cation of the fuel 
to the equipment that will do the job the 
customer wants done—room heaters, 
conversion gas burners or a complete 
heating plant and system. The first ob- 
jective is—sell the fuel. Residents of 
Staten Island have not yet become thor- 
oughly familiar with natural gas and its 
features, so the utility sales people still 
hear that “gas is too expensive.” 





Robert A. Plata 


Prospects contact gas company 

“Our newspaper advertising is di- 
rected toward getting our prospects to 
communicate with us so that we can tell 
them, with specific reference to their 
own job, what gas heating will mean to 
them in terms of initial cost and operat- 
ing costs,” Robert A. Plata, assistant 
manager of the gas company’s new busi- 
ness department, explained. 

“We can’t possibly get that story 
across with newspaper advertising, in in- 
dividually-understandable terms. We 
feel that if a conversion burner will do 
the job for the customer, that’s all that 
should be sold. Also, if his heating plant 
is in such condition that a conversion 
burner would not do the job, we make 
whatever recommendation is appropri- 
ate.” 

Previously, New York and Richmond 


January 1953, American Gas Journal 





Renews the Campaign As Heating Season Nears Its Peak 





Gas Company had only one man selling 
househeating. Now that man is super- 
visor, assisted by an experienced house- 
heating sa.eswoman and eight other 
salesmen and saleswomen. 

Incidentaily, there have been eye- 
brows arched in question about women 
seliing househeating installations. The 
best answer to that arching is that they 
are credited with their share of the 24 
per cent conversion of leads-to-sales. 

The saies assignments are definite. 
Some are for specific geographical areas 
and others are for categories such as 
new construction. All field sales work is 
done in an organized manner to achieve 
the most effective results. 

The sales supervisor coordinates all 
activities, assisted by the saleswoman 
who works exclusively on househeating. 
The contacts with dealer-contractors are 
made by these two persons, enabling the 
others in the sales department to devote 
full time to customer contacts. 

The sales department was made more 
effective at the outset through seven in- 
struction periods on househeating. These 
are being supplemented by other instruc- 
tion periods conducted by individual 
manufacturers with reference to their 
own equipment. 


From breakfast to supper 

Now, with the good results still com- 
ing in, Mr. Plata says that they are re- 
vising their program for an emphatic 
cold-weather campaign. The customer- 
appeal in this will be that the simplicity 
of conversion to gas can be accom- 
plished “from breakfast to supper” with- 
out letting the house cool to a chill. If 
past sales success is any criterion, New 
York and Richmond Gas Company is 
justified in anticipating the combination 
of its househeating sales volume, during 
the very height of the heating season. 

Since the opening of the heating cam- 


paign, a very substantial increase in this | 


type of load has been recorded. The ex- 
act figures are withheld inasmuch as the 
campaign is still very active and not 
nearly at its end. While gas househeating 
on Staten Island is new, for all purposes, 
with the showing of advantages, includ- 
ing successful competition with coal and 
oil, its acceptance already is established. 
Housing developments of 50, 170 and 


200 units are going all-gas, with attic 
units in many of them. 


Other sales maintain levels 

An interesting sidelight on the cam- 
paign: With all newspaper advertising 
devoted to househeating, gas ranges 
have maintained a steady trend and wa- 
ter heater are now at the near-satura- 
tion level. [The New York and Rich- 
mond Gas Company’s successful water 
heater campaign was described in the 
Gas Merchandising pages of AMERICAN 
Gas JourRNAL, June 1952.] 

New York and Richmond Gas Com- 
pany merchandises Janitrol furnaces, 
boilers, room heaters, and conversion 
burners; Bryant room heaters, furnaces, 
boilers and conversion burners; A. O. 
Smith boilers; Republic conversion 
burners; General Gas Light room heat- 
ers; and Clow gasteam units. During this 
campaign, however, no particular brand 
names are being urged; all are available 
for the customers’ choice. 

Also, the customers may choose 
whether they want to buy from the gas 
company or a heating contractor. The 
company will sell to either one. 

There are approximately 130 heating 
and plumbing contractors on Staten Is- 
land. The company cooperates with 
them in every practicable manner. 
Where justified, consignments of equip- 
ment are made for showroom purposes. 
The interest of the contractors is main- 
tained by a continuous flow of informa- 
tive sales letters to them, supplying them 
with counter cards and the more specific 
assistance during personal calls. 

Newspaper advertising has followed a 
schedule of a cooperative insertion, with 
the equipment manufacturers; separate 
insertions by each of the manufacturers; 
institutional type of advertising by the 
gas company, three times a week; ads 
with specific househeating sales appeals, 
three times a week. 

The advertising an promotional cam- 
paign was prepared by Morey, Humm 
and Johnstone, Inc., advertising agency. 


Heating survey is first step 


When a prospective customer com- 
municates with the gas company, a qual- 
(Continued on page 47) 
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NEW GAS APPLIANCES 





Indoor incinerator 

A new automatic gas-fired indoor in- 
cinerator has been designed to permit load- 
ing the unit, as household waste accumu- 











lates, and firing it, when it has been filled, 
under automatic burner control. No spe- 
cial preparation of refuse is necessary; 
garbage is drained in the usual way, 
wrapped and dropped into the incinerator. 
The new unit, which has been approved, 
also has been designed to harmonize with 
other basement appliances or if necessary 
in utility rooms and kitchens. The vent 
pipe taps directly into the furnace flue 
without affecting furnace efficiency or op- 
eration. There are no moving parts, and 
operation is said to be quiet. The combus- 
tion chamber is surrounded by an attrac- 
tive outer casing. A baffle arrangement 
draws air in at the bottom of the unit and 
upward between the combustion shell and 
the outer casing. A controlled amount of 
air enters the incinerator at the top to dry 
the refuse charge between firings and also 
provides combustion air during firing. A 
venturi-type flue outlet produces a jet ac- 
tion. This action and the radiant shielded 
fiberglas insulation of the outer casing are 
said to be important factors in obtaining 
controlled combustion and maintaining a 
cool outer casing. The refuse does not 
smolder during the drying process. No 
flame touches the waste until the exterior 
burner control is set for the desired firing 
time. The manufacturer states that the con- 
tents are reduced to a powder-fine ash. 
When the preset burning time has elapsed, 
a signal bell indicates that all gas, other 
than for the continuous pilot, has been 
turned off. The new incinerator is built 
for either automatic or manual gas firing. 
Ash removal is simplified by a sloping 
grate which permits the ash to fall into a 
pit from which it is removed conveniently 
at infrequent intervals. 

Gas Fired Indoor Incinerator. The Ma- 
jestic Co., Inc., Huntington, Ind. 
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Non-electric automatic gas shut-off 


This gas shut-off does not require electric 
current to operate automatically, and the 
manufacturer states that the timing mecha- 





ia 


Front view 


Rear view 


nism can be set for any burning period to 
one hour. When the gas has been shut off, 
a signal bell sounds. The self-contained unit 
is said to be simple to install in any posi- 
tion and provides a convenience for manu- 
ally operated gas appliances. Among the 
appliances for which it is listed as being 
applicable are incinerators, water heaters, 
laundry stoves and room heaters. A solid 
brass valve has %” connections. For un- 
interrupted flow, the unit has a manual 
hold-open feature. The timer mechanism 
may be removed without removing the 
valve or cutting off the gas. Pilot take-off is 


* available. 


Gastimer. R. B. Enterprises, Inc., 2832 
East Grand Blvd., Detroit 11. 


Line of six range models 

The first line of gas ranges to bear the 
RCA monogram will be displayed at the 
January furniture market in Chicago by 


Saas 





RCA Estate Appliance Corporation. Fea- 
tured in the line is a fully automatic model 
with an oven that is described as having 
air-flow and a drawer-type broiler below 
the oven. The meat oven is referred to as 
the bar-b-kewer. A_ recessed-and-covered 
grill is equipped to handle kettles as large 
as twenty-five quarts. Color accents have 
been added to the line. The oven interiors 
are royal blue and a gray iridescent finish 
is on the drawer interiors and the pedestal 
base. The cooking top has been entirely 
restyled with royal blue grates, white 
burner bowls and chrome-ring drip-guards 
on deluxe models. 

RCA Estate CP Model 534]. RCA Es- 
tate Appliance Corp., Hamilton, O. 


Table top gas water heater 


This table top water heater has been de- 
signed in recognition of the growing tend- 
ency toward coordination of connected 
appliances for counter-level installation, 
The height to the table top is 36”. The 
width is 24” and the depth 25”. A 4” back 
splash is provided and there is a toe space 
of 3” x 3%”. The heaters are designed for 
operation, as specified, with all fuel gases, 
A master thermostat and master safety 
valve are included as operating controls. A 
main gas valve is part of the equipment. 
The pilot is an integral part of the burner, 
arranged vertically for convenient lighting, 
and the burner is of cast iron. A magnesium 
anode is installed as standard equipment to 
help retard corrosion. Fibreglas installation 
surrounds the storage tank. The table top 
is porcelain. All connections are %4”. The 
tank is described as double, extra heavy 
steel, hot dipped, galvanized inside and out- 
side. The units are designed for installation 























in one of three ways: Flush against the wall 
with horizontal flue position, with flue pro- 
jecting vertically through the back splash, 
with no flue but operating with a special 
draft hood. A bulletin describing this unit 
is included under “New Gas Appliance 
Bulletins.” 

Penfield Table Top Water Heater. John 
Wood Co., Conshohocken, Pa. 


RHEEM FEATURES NEW GAS 
APPLIANCES AT JANUARY SHOWS 


Emphasis will be placed on advance- 
ments in the water heater, furnace and 
wall heater fields, by Rheem Manufacturing 
Co., at the National Association of Home 
Builders Annual Convention and Exposi- 
tion and the International Heating and 
Ventilation Exposition, Chicago, January 
18 to 22 and January 26 to 30, respectively. 

The company’s new Coppermatic water 
heater will be exhibited at both expositions; 
equipment already in Rheem’s furnace line, 
as well as four new furnace and wall heater 
models will also be featured at the Heat- 
ing and Ventilation exposition. 

The Coppermatic water heater is fea- 
tured by an inner tank of pure copper en- 
cased in a heavy steel tank. Through this 
construction, it is said to afford maximum 
protection against corrosion and at the 
same time it will not crack or shatter even 
in the roughest handling. 
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GAS APPLIANCE 
INDUSTRY NEWS 





—- 


RCA ESTATE RANGES AT 
CHICAGO FURNITURE MART 


The first gas and electric kitchen ranges 
to bear the RCA monogram will be un- 
veiled to the trade at the January Furni- 
ture Market in Chicago. 

RCA Estate Appliance Corporation offi- 
cials say the new line will offer new color 
combinations and new mechanical features. 
All models, it is reported, will be competi- 
tively priced. 

Although details of the new line and 
other plans will not be disclosed until later, 
the company announced that it has blue- 
printed a greatly expanded merchandising 
and ad campaign to give maximum support 
to the new units. 


Magic Chef Starts ‘53 Heater Drive 


At a recent national sales meeting, Magic 
Chef, Inc., announced complete sales, ad- 
vertising and promotion plans to the com- 
pany’s home heater distributor organiza- 
tion. 

Magic Chef distributors were presented 
with 1953 “Heater Harvest” manuals out- 
lining in detail the four steps to a success- 
ful heater sales year: product, profit, pro- 
motion and people. 

Each distributor also received a portfolio 
which furnishes his salesmen with a guide 
in selling Magic Chef home heaters. These 
portfolios contain full color catalogs show- 
ing the complete line of Magic Chef heat- 
ers; transparent overlay booklets, which are 
used to display the features inside the 
heating units; and complete literature avail- 
able for the first major promotion, the 
“Early Bird” heater sale. 

The theme of the day-long meeting was 
“Put the Show on the Road.” The distribu- 
tors are now able to make effective presen- 
tations of the material and information to 
their own sales organizations. 


Goodrich Sells Florence Ranges 

B. F. Goodrich Company has approved 
Florence gas ranges, oil ranges, and combi- 
nation ranges for its national chain of re- 
tailers, according to C. Fred Lucas, vice 
president, sales, Florence Stove Co. 

By this move, Goodrich adds another na- 
tionally-known, nationally-advertised major 
appliance line to their list. At the present 
time, the B. F. Goodrich chain of retailers 
includes company-operated stores as well 
as associate dealers. 


Whirlpool Adds Louisiana Distributor 

Frank Lyon Company, Shreveport, Loui- 
siana, has been appointed distributor for 
Whirlpool Corporation. The distributorship 
area presently includes over 150 appliance 
dealers. 


Murray Adds Evansville Distributor 
Appointment of the Ohio Valley Hard- 
ware & Roofing Company, Evansville, Ind., 
as distributor for Murray Steel kitchens 
and gas and electric ranges, was announced 
by The Murray Corporation of America. 
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MEN AT WORK 





BERT COLE is now manager of the east- 
ern region, New York, Servel, Inc. 

Lewis D. EAsTMEAD is manager of house- 
hold refrigerator sales, Servel, Inc. 

WILLIAM K. GRuBE has been advanced 
to Midwest region manager, Chicago, Ser- 
vel, Inc. 

PauL R. KENNEDY is in charge of public 
utilities’ contracts in the Southwest, Servel, 
Inc. 

GorDON J. MALONE is now manager of 
home freezer sales, Servel, Inc. 

Leo C. McRoserts has been promoted 
to market supervisor, appliance controls 
division, Minneapolis-Honeywell Regulator 
Co. 

FRANK A. MITCHELL was named general 
appliance sales manager, Servel, Inc. 

Ray SULLIVAN is district sales manager, 
Chicago, Blackstone Corp. 

JAMES J. Brapy has been appointed ad- 
vertising manager, Rochester Gas and Elec- 
tric Corp. 

R. R. DEAN is vice president, natural gas- 
oline and products, Tennessee Production 
Co. 

ARTHUR J. ELBERT, JR., is now manager 
of sales, pipe lines, National Tube division, 
United States Steel Corp. 

RALPH C. GRAHAM has been designated 
executive vice president, Tennessee Produc- 
tion Co. 

J. E. Ivins is now secretary, Tennessee 
Gas Transmission Co. 

JOHN PAUL JoNEs has been named direc- 
tor of engineering, Bendix Home Appli- 
ances, Avco Manufacturing Corp. 

HOMER LAUGHLIN was appointed adver- 
tising manager, Southern Counties Gas Co. 

MyRVEN L. Meap has been promoted to 
vice president, Northern Natural Gas Co. 

R. G. Morton is now office manager, 
Atlantic sales, Camden, N. J., Magic Chef, 
Inc. 

H. ForREST OAKES is now southwest re- 
gional sales manager, Norge heat division, 
Borg-Warner Corp. 

SAM C. OLIPHANT has been named di- 
rector of geology and petroleum engineer- 
ing, Tennessee Production Co. 

S. E. PETERSEN is now office manager, 
southwestern sales division, St. Louis, 
Magic Chef, Inc. 

C. R. SAELI is now office manager, east- 
ern sales, Long Island City, N. Y., Magic 
Chef, Inc. 

Curtis M. SMITH is now a vice president, 
Tennessee Gas Transmission Co. 

W. D. Warp is now office manager, 
northern sales division, Chicago, Magic 
Chef, Inc. 

W. D. WALSER is now controller, Ten- 
nessee Gas Transmission Co. 





Colored Gas Range Sales Up 


Enthusiasm for color in kitchen equip- 
ment continues, according to Chambers 
Corporation, with sales of colored gas 
ranges increasing steadily since their intro- 
duction three years ago. 

Latest Chambers figures show that in the 
past year more than 35 per cent of the 
ranges sold were in color. 


NEW GAS APPLIANCE 
BULLETINS 





PENFIELD TABLE ToP AUTOMATIC Gas Wa- 
TER HEATER. A new bulletin on this table- 
top water heater describes its operation and 
shows its adaptability to modern kitchen 
layout as a coordinated and built-in unit. 
Complete specifications for this 29-gallon 
water heater are given together with the 
necessary installation facts. All features of 
the accessory equipment, fittings and instal- 
lation are clearly presented. 

Penfield Bulletin. Pp. 2. John Wood Co., 
Conshohocken, Pa. 


AMERICAN STANDARD REQUIREMENTS FOR 
INSTALLATION (AND LISTING) OF GaAs CON- 
VERSION BURNERS IN DOMESTIC RANGES. 
Two new standards have been prepared 
and are now available, for the installation 
and listing of gas conversion burners, con- 
verting solid and _ liquid-fuel domestic 
ranges to gas. These new requirements be- 
came effective January 1.. Manufacturers 
of range conversion burners may now have 
their equipment examined under the listing 
standard by American Gas Association 
Laboratories for display of their approval 
symbol. Adequately illustrated and in- 
tended as an installation guide, this piece 
outlines the procedure to follow, test meth- 
ods to assure proper operation and precau- 
tions to be observed. This piece has been 
prepared under the supervision of an AGA 
subcommittee and the standards were 
adopted by an American Standards Asso- 
ciation sectional committee. Mimeographed 
copies are available until printed copies are 
ready. 

Director, American Gas Association 
Laboratories, Cleveland 3. 25¢ each. 





New York & Richmond Converts 


24% of Leads to Sales 
(Continued from page 45) 





ified sales representative calls for the 
purpose of making a heating survey, the 
basis for determining the recommenda- 
tion that is to be made. 

Recently, New York and Richmond 
Gas Company has had the happy situa- 
tion of leads coming from prospective 
customers faster than the sales force can 
make the surveys. To help alleviate the 
condition—and speed the closing of 
sales—service department men are mak- 
ing surveys during week-ends. 

As soon as a new heating job has been 
installed, the contractor completes a reg- 
istration card and sends it to the gas 
company to provide basic information 
for their operational records. 

The company is now preparing a 
booklet for Spring distribution, to tell 
Staten Island residents the natural gas 
story and the advantages of an all-gas 
home. Spring selling plans include mer- 
chandising the Servel year-round gas 
home air-conditioner. 
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RCA ESTATE ANNOUNCES AD AND 
MERCHANDISING PROGRAMS 


A greatly expanded merchandising pro- 
gram and an extensive national ad cam- 
paign will support the first line of RCA 
Estate kitchen ranges to be introduced to 
the public in January, Lewis Selmeier, ad- 
vertising manager of RCA Estate Appli- 
ance Corporation, has announced. 

A highlight of the ad campaign will be 
a regular schedule of time on network 
television and radio. 

Starting early this month, RCA Estate 
ranges will be regularly featured on the 
Dennis Day, and Kukla, Fran and Ollie 








Story conference at studios during filming of 
TV commercials for RCA Estate Ranges to be 
used in NBC-TV shows during 1953. Actress 
Lynn Russell rehearses, while the script is 
double-checked by Lew Selmeier, right, RCA 
Estate director of advertising and sales pro- 
motion, and Don Kemper, The Don Kemper 
Company, Dayton, RCA Estate’s advertising 
agency. Cameraman, stage hand and director 
discuss other details. 





TV programs. On radio, they will have 
commercial support on the Phil Harris- 
Alice Faye program. All programs are on 
NBC networks. The TV programs are di- 
rected to a total audience of more than 12 
million; the radio reaches an additional 6 
million listeners. 


RCA Estate has just completed shooting 
a film series of spots to be used on the 
TV shows. 

The company’s national magazine adver- 
tising will be stepped up at least 100 per 
cent during 1953 with four colors in full 
pages, black and one color in two-thirds 
pages and half pages. The magazines to 
be used are Better Homes & Gardens, To- 
day’s Women, Farm Journal, Successful 
Farming, McCall’s, Good Housekeeping, 
Saturday Evening Post, Woman's Day, La- 
dies Home Journal, Parents, Living for 
Young Homemakers, Household, Chris- 
tian Science Monitor and Farm Electricity. 

All ads will carry a coupon offering the 
RCA Estate cookbook, “The Art of Grill- 
ing, Baking, Barbecuing,’ by Duncan 
Hines. The book contains 150 new recipes. 
Prospects’ names will be forwarded to dis- 
tributors who, in turn, will pass them on to 
the proper dealers. This procedure follows 
the pattern which has already proved suc- 
cessful and sound during 1952. 

Ad copy and merchandising activities 
will stress the selection of the RCA Estate 
Range by Duncan Hines, America’s fore- 
most authority on good eating and good 
cooking; illustrations will present him using 
one of the company’s ranges. 

Merchandising plans also call for the 
introduction of a retail demonstration kit. 
This will complement other materials to be 
provided by the company so that dealers 
may tie-in at the point of sale with the 


expanded national program. 


With the introduction of this RCA Es- 
tate line, Radio Corporation of America 
enters the kitchen range field. The corpora- 
tion acquired the Estate Stove Company 
last November. Estate is one of the oldest 
stove producers in the nation, and in 1953 
will celebrate its 111th year in business. 
Starting the manufacture of gas ranges in 
1886 and electric ranges in 1910, the com- 
pany has been credited with a number of 
basic innovations in both fields. 





JOHN WOOD CO HAS TWO FILMS 
FOR SALES GROUP SHOWINGS 


A new color-movie about water heating, 
“Servants on Tap,” has been made avail- 
able for local meetings to stimulate sales 
of water heaters by The John Wood Com- 
pany. Several gas utilities have incorpo- 
rated the film in their sales programs. 

“To judge by the reaction of consumer 
audiences that have seen the film to date, 
the absence of a hard-selling commercial 
story is especially welcome,” said R. W. 
Simpson, vice president and general sales 
manager, John Wood Company. 

“However the film does succeed in its 
effort to sell the comfort and convenience 
of modern automatic hot water service. 
Prospective customers, polled at the end of 
each showing, have stated that in addition 
to being entertained they actually enjoyed 
the information about hot water. .. .” 

Also available is a companion movie, “A 
Salesman in Hot Water.” This is an 18- 
minute sales-training film that dramatizes 
basically important sales lessons. “Servants 
on Tap” and “A Salesman in Hot Water” 
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are available for local showings through 
John Wood’s representatives. 
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The title frame and one of the decorative 
frames from the motion picture produced for 
John Wood Company. 
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CLASSIFIED 








Customer Service Engineer Wanted 
Midwest Territory in growing in- 
dustrial city. Splendid opportunity 
for advancement. College gradu- 
ate preferred and complete cus- 
tomer service experience required. 
Please give details of experience, 
education, personal information 
and salary required. Replies con- 
fidential. Address Box 251, c/o 
American Gas Journal, 205 E. 
42nd St., New York 17, N. Y. 








CORROSION ENGINEER— 
For work with major oil com- 
pany in central states on pipe 
lines. Position requires previ- 
ous experience in cathodic 
protection work on bare and 
coated lines. Address Box 
250, c/o American Gas Jour- 
nal, 205 E. 42nd St., N. Y. C. 
17,N.Y. 














AC-ME Recording Gas Gravitometer 


Type B Aver. Baro. 28” 24 hr. clock Chart 
Range .5 to 1.7 Chart No. R-2417-5-10 
Write: Wausau Gas Company Division, Wis- 
consin Fuel & Light Co., 319 Jackson St., 
Wausau, Wisc. 
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